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The failure of 17 r newspaper markets between 1957 and 
1975 rSises the question of whether the 1982 entrance of "USA Today" 
into the newspaper market demonstrated fiscal prudence. A 20-month 
advertising content analysis was conducted to assess advertising 
trends in "USA Today.-" These data were compared with industry 
statistics obtained from Media Records Data. The findings indicated 
that "USA Today" has outperformed expectations on certain fronts, 
while failing on others. Although the pap^r has attracted a small but 
educated and affluent readership, the media director of one 
advertising agency believes -that the .succinct writingand color 
graphics style of '"USA Today". has caused an advertising identity 
problem, since the paper cannot be neatly categorized. Many 
advertising industry executives view the publication as a combination 
newspaper, magazine, traveler's digest, and surrogate* for the evening 
news. The benefits of differentiation from mass audience newspapers 
may therefore be lost in the confusion of accurately defining the 
precise role*o£ "USA Today" within the advertising and media 
communities. Despite these concerns, analyses reveal a highly stable 
pattern of advertiser support, and an impressive list of corporations 
committed to* future advertising. If "USA Today" is able to continue 
its circulation increase pattern and, speci! ically , increase home and 
offikre delivery readership, it will become very difficult to ignore 
it as an advertising vehicle. (HTH ) 
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INTRODUCTION > 1 

» • 

On September 15, 1982, Gannett Inc., based in Rochester, 
N.Y. unveiled USA Today;, "The " Nat ion ' ■ Newspaper** in the 

Washington, D.C. area. Within two ■bnths, Gannett had expanded 

f 

circulation to several markets across the United States. 

Gannett Inc., is the fifth largest coiiunicat ions 
corporation in the United States with 85 local daily newspapers, 
37 other publications,, six television stations, fourteen radio 

stations, a billboard 'empire, a news service, a supermarket 

1 J 

■erchandising research firm and the Louis Harris Poll. The USA 
Tbd%y staff 4 is comprised- of 1900 , employees, including 375 
editorial personnel. USA Today, is expanding under a five year 
business plan with the intent of becoming profitable by 1987 with 
2 35 Billion .readers and a 60 to 40 advertising to editorial 

/ ' I 

spli£. 



Washington Newspaper Analyst John Morton estimates Gannett 

2* 

invested "$20 million to launch the project in 1982 . Gannett 

7 3 
Inc., Chairman of ttie Board Allen Neuharth characterized the 

4 

start up cost as "a substantial investment. H Morton and the 
financial firm of S»ith-Barney both estimate that Gannett 
suffered losses in the $100 to $107 million range in 1983. Both 
firms also estimate losses between $70 and $80 aillion for the 
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1984 fiscal year. Deapite the losses, both Morton and Baith- 

Barney and coapaV/give USA Today a "food chance" f ors aucceea . 6 

Circulation reached the 1..3 Billion a ark only 16 aontha 

after ySA To^gy wae introduced— the faateat circulation riae in 

newspaper hiatory. Neuharth report* circulation figures are 15 

percaLt* ahead of original projections. "Americans all across the 

country still are hungry \or news and inf oraat ion , " Neuharth 

aaid. -We want two to aeven percent of the aarket, five percent 

8 

ia three aillion readers a day." 

In 1983^ USA Today attracted 1,266 paid advertiaera, 65 
percent of^which were Tdrawn to USA Today by a partnership plan in 
which advertiser receive free space for the first six aontha in 
exchange for a subsequent couitient to a nine aonth schedule at 
the full „ rate. A full page color advert iseaent sells for 
$25,872 co.pared with Tiae Magazine at $101,825 and an average 30 
second spot on priae tiae televiaion at $81,300. Advertisers in 

USA Today who purchase a full 12 Month ichedule receive a 20* 

10 • 
discount. * 

Total sales for Gannett in 1983 exceeded $1.7 billion while 

the corporation recorded, its 64th record profit in 65 quartera as 

a public coapany . Deapite these deep econoaic pockets, all 

corporations are incapable of sustaining such large loaaea on a 

aingle property indefinitely. And in view of the fact that 17 

-12 

newapaper aarketa failed between 1967 and 1975, one aight 
queation whether the .entrance of US£ Joday into the aarket 
deaonatreOtea fiacal prudence. 

\ 

Tnia report Mill explore thia question in an etteapt to 
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outline ^he condition* to be met by IJSA* Tg^ay for survival. A 20 

■onth advertising content analysis was conducted " to * assess 

advertising trends of US£ To^ay. These data were compared with 

/ 13 

industry statistics obtained frosi Media Records Data. The 
indings indicate that USA Tod§y has outperformed expectations on 
ertain fronts, while failing on others. This paper will 

« 

delineate the failures and successes of USA Today since » its 
inception and predict its proVpecte for ultimate success. 

^ HISTORICAL PKRSPBCTIVB 

New technologies have traditionally served as a key to 

opening new frontiers in the coamunicat ions field. News 

information and advertising can be transmitted instantaneously 

via satellite between distant cities and even nations, thua 

eliaVrroting the lag tiae associated with physically carrying* 

publications between two points. 

Publishers ■* over the years have introduced "national 

newspapers" but each has eventually withdrawn due to lack of 

•consumer and advertising support. Horace Qreely published the 

Weekly Tribute during the late 1800 's. The content was stripped 

from his primary publication, the New York Tribune. Other 

national newspapers in the latter half of the 19th Century 

include<T~-~The Atlanta Constitution, Tfee/ Louisville Courier, Jfee 

15 

Chicago InterrQcean and The Cincinnati Enguirer. Bach 

at 

publication had a circulation in excess of 100,000) But new 
printing technologies' soon paved the way for local publishers to 
produce a similar product with local emphasis, thus squeesing the 
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- 16 
out-of-town newspapers from the**erketplace. 

In 1923, Henry Luce and Briton Kaddon effectively identified 

It* 

a fertile but unp lowed poeition within the Marketplace. Tiie waa 

introduced aa the nat ion ' m f irat weekly news aagazlne. Its 

successful debut with stylized writing on national v and 

international topics spawned iaitator.a auch as Newsweek and \J ± $± 

News, and World Report. Local newapapera retaliated by offering a 

greater selection of local news and in-depth features, especially 

in the Sunday editions. This product differentiation enabled 

local publishers to retain a sizable circulation, thereby 

retaining the advertising base essential for survival. 

In 1962, Dow Jones and Company introduced T&e National 

Observer, a weekly nationa\ g^gteral circula^on newspaper,. DoW 

Jones executives reaaonedy that the regional Wall Str§e£ JoyrnaJ 

printing facilities that reaained idle on weekends could be 

efficiently used to produce another publication* Board Chairman 

Bernard 'Kilgore believed that aaxiaization of the use of the 

17 

available - resources would lead to higher profits. Dow Jonea 

was the only publishing coapany that possessed the resources to 

18 

©■bark upon such a venture at that' tiae. * 

The net results have been aixed. Greely and his Weekly 
Tribune and Kilgore and his National Qfeseryer failed to generate 
sustained circulation and advertising figures to preserve their 
raison d'etre. Tiae, Newsweek and IKS.. Neys and World .Report 
have deaonstrated that national publications cTan becoae pillars 
of the Aaerican journalisa coaaunity. • 

USA Tod§y haa little and auch in coupon with the exaaplea ' 

« ■ I 



cited. flfSA Joday ia a daily, pub 1 icat ion ,f the others were (or 
are) all weeklies. News presented in USA Togay is "fresh" while 

r . t9 ■ 

information presented # io the other publications cited wa*T 
frequently old or outdated. Gannett utilizes the newsgat her ing 
capabilities ofr the. corporation , as did Greeley with his weekly 
publication. However, new technologies provide Gannett with the 
possibility of distributing USA Today with up-to-date accounts of 
international! national and even local events. 

s 

Dow - Jones executives a da it that advertising support in The 

National Observer' was sparse because it ^las, viewed neither as a 

> 

magazine nor a newspaper. USA Todajr has run into a similar 
identity crisis with the appointment of the former publisher of 
^S* Magazine to the post of president of the 9 newspaper. A 

variety of newspaper observers have viewed th<? move as subtle 

confirmation on Neuharth's part that USA Today is not really a 

20 

newspaper, but a daily magazine. 



Similar to Pulitzers/ Ne« York Worl4 during the^early part 

of this century, USA Today has introduced . the nat;i|rtf to a radical 

new** concept cohcerning the use of photographs) features . and 

21 " . •* v 

graphics. » Borrowing fro* Jiie Magazine, USA Today utilizes 

color photographic satellite techniques perfected by the news 

weekly. Twentieth century technplogies have provided Ganne{£, 

Inc. with the opportunity to experiment with new journalistic 

concepts. Economics, however, will determine whether the the 

product made possible through emerging technologies will succeed. 



IHB NKWSPAPER 'INDUSTRY AND USA TODAY \ 
m Today, with a circulation of 1.3 ■ilfion, now boasts 
tha third largest circulation of any newspaper in the the United 
States. In 1983, USA • Today averaged slightly .ore than six 
advertising page, daily (See appendix A).. The data suggest that 
USA Today averages 2i.5 percent advert ieing per issue, co.pared 
with a national average of 60 . 6 percent for weekday Horning 
newspapers. 

. / Since subscriptions ^and street sales account for only 20 to 

30 percent of newspaper revenues, strong advertising support is 

23 

essential for economic survival. While the circulation of USA 

Today in recent years and Months has soared, advertising support 

has been erratic. In 1983, USA Today fell 12 percent short of 

24 

the advertising goal set by. Gannett, Inc. But notably in 1984, 
the advertising goal of (an average of) 10.6 pages per issue was 
exceeded closing the year with an aWage of 10.85 advertising 
pages per issue. On August 27, 19^4, U§4 Today increased the 
single copy price fro* 25 to 35 cents. * 

Between. 1946 and 1955, advertising to to\al content 

25 

percentages in «ajor newspapers increased annually. Since 1955 

however, advertising percentages have fluctuated within only a 

26 

three percentage point range. Successful newspapers during the 
period between 1976 and 1982 Maintained an average of 18.9 
percent national advertising (see appendix B). An important 
distinction should be noted between local^and national newspaper 
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{advertising. Large aetropolitan dailies rely «ore heavily on the 

national advertising accounts than do the saaller city or 

suburban newspapers. T-his fact is of pri^e, concern to USA Today 

sintye it »ust. rely strictly upon nat^c/nal. advertising for 

survival. Thus entrance at this point a iigg.es ts an awareness of 

this trenli by aarket analysts associated with Gannett (See 

appendices B and C). . 

Between 1971 and 1982, total advertising revenues for 

American . newspapers increased froa $3 , 2Q8, 176,000 to 

27 . • 

*$9, 864, 050,000. The good news for the industry is tempered by 

other sfd&e sobering statistics. The cost of newsprint has nearly 

tripled during the saae period, rising .froa $188 in 1971 tQ\$469 

28 • 
in 1982. In addition, the total percentage of advertising 

captured by newspapers has been on the." decl ine since 1950. /In 

that year, newspapers captured 36.4 percent of the to\a}«( 

advertising revenue pie. By 1983, the figure had declined to 

27.2 percent with television increasing its share froa a rather 

* ' 29 

insignificant three percent in 195« to 21.3 percenj^in 1983. 

It is therefore, clear that newspapers are attracting lore 
revenues in absolute teras, but are receiving proportionately 
less of the total available revenue. In addiction, ^ the cost of 
raw aaterials involved in the production of newspapers appears to 
be on the rise with no end ^Ln sight. 

To illuainate the potential iapact of these statistics on 
USA Today, a review of recent advertising linage trends is in 
order. Five of the largest newspapers were considered, ^since 
they- will serve as reasonable indicators' of these trends. 
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/ .1 ' Insert Figure 1 About Here' • . * 

^ . ) See Appendix D, page 30 * v . » 

V , 1 ■ ' . * ♦ >** 

J r ^ / . 

This spot check of advertising trends, suggests that large 

Metropolitan newspapers cannot be viewed as a homogeneous 

collective. The Chicago Tribujag on one extreme has suffered a 
V 

linage decline of 24.4 percent or 10 , 65 1 , 195 1 ines , while t^e 
V§ihington Post has increased linage by 7. } 3 percent or 4,596,811 
lines. Administration of the' newspaper, composition of the 
audience and nature of the Media environment aay each offer clues 
concerning ildividual performance differences. USA Today as a 
national publication will inevitably target many of the saie 
advertisers that currefl/tly purchase space in aajor metropolitan 
newspapers. As - evidenced, by the performance of the Washington 
in recent year^ newspaper's can excel even during austere 

* > 

economic tise», 

i 

'Different types of businesses take advantage of economies of 
scale in different ways. As applied to the newspaper industry, 
taking advantage of scale economies hinges oh generating a large 
readership capable of ^attracting sufficient advertising support. 

^ To accomplish this goal, USA. Today aust utilize new technologies 
to provide fresh news and information, thus avoiding problems 

i encountered by predecessors such as t^e National Observer. In 
addition, USA Today must differentiate the product: to 
sufficiently attract readership that sight otherwise utilize i 
other newspapers. A review of ^economic theory aay* help 



crystallize the concepts to be outlined. 
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thborktiCal perspective , • '* 

The Ganneiit cpn^ni cation* eapire it one of perhaps only la 
'dozen goapanies with the resources and capabilities to undertake 
such an endeavor as launching USA Today.. As a large corporation, 
Gannett Inc. can take advantage of two critical kinds of scale t - , • 

ecbnoaies: those deriving frosj circulation size and economies 

- ' \ < 

« - » . 

resulting from quantity purchases of raw materials. Large % , 
circulations- ^nJS^o drive down the cost of each individual t ^ 
newspaper* Certain costs are associated with the production 6f • 
newspapers regardless of the nuiber of copies sol^jr. These first 

copy costs, such as salaries and other fixed expense*, decrease V I 

v ■ ' 30 £ 

as circulation increases.* % ^ * * 

The second type of Bcale^onoiiei are derived from quantity 

purchases <^f* raw" materials. Owen noted that large group 

operations tend to have a competitive edge bver, smaller 

operations because "technology and economics favor a high degree 

of concentration in transmits ion of mass communication messages; 

there are economies of scale, >4t k least in many important 

7 32 
dimensions ' of- th£ transmission imi$tioxi." It is clear thpit a 

large circulation drives down the average price per newspaper, 

and that group ownership of newspapers also lekds to economies of 

scale. The size of circulation is thus th^key variable that 

ideteraines to what extent a newspaper aay ^benefit froa this 

* 33 
economic principle. The benefits. derived froa /economies of 

t 

scale hinge alaost entirely upon, the ability of the publication 

* / / ' 

to provide a uniquely dif f er.ent ia/ted praduct, that will attract 



sufficient readershui^which 'Ueadd to advertising support. 
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ECONOMIC AND PBRFORMANCB ANALYSES OF USA TODAY 



(d§X has enjoyed ^igni'ficaBtv^circulation growth during 
'*. * . ' * . * 

it's early years. X This growth aight be traced directly to the 

eaergence of new -technologies developed and refined during the 

pdst nine years.' USA Tod§y is sent page by page to Westar 3, the 

telecoMtini cat ions satellite orbiting the earth at an fll£if;ude of 

22)300 ailes. The finished pages are then returned to regional 

s 

receiving stations which reconstitute and reassemble the paper. 

This technology becale possible on April 21, 1974 whqn- t*he United 

States launched Westar 1, the nation's firs^t non-Military 

/ satellite, into geosynchronous orbit in ,line of sight witk *ach 

.35 / 
of the 50 ^states - 

Dow Jones & Coapany was the first publisher to take 

advantage of the technology by. sending portions of the Wall 

Street. Journal to regional printing facilities in November of 

1975. * . Tiae Magazine pioneered the'-' transaission of color 

photographs via satellite in 1978. The In tgrnat i ona 1 Herald 

Tribune soon followed. Noting that the bugs had apparently been 

worked out of the aystea, Gannett Inc. entpred the race with USA 

To£a£. , To illustrate the savings aade possible through satellite 

technology,' Dow Jones invested $622,000 in two satellite earth' 

stationa and' rentjgd space on Westar 2 at $2,000 per Month* 

• % &k < * • • 
Coapared with telephone tran'aaissions , Dow Jones saved $20,000 a 

- » 36 

aonth, enough to pay off it's capital investment in 30 sonths. 

* / ' 

Technology has aade it possible for coaaunications 

• 4 

corporations to begin thinking and acting in jiore dynaaic ways. 
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-Conventional newspaper wisdoa diet a tea that circulation auat be 

'aaxia^xod fcithin a given geographic region to aexiaire profita. 

"•'.■»•'•' • ' . * 

.9§A''V$^d§y however, ne.ed appeal only to 2 to. 3 percent "* of the 

'».'»'. . ■ . 

nation's population to becoae profitable. : Survival therefore 

hingea on attracting a narrow segaent of the population^ thereby 
' f « v 37 - • . . 

.rendering the aaaa audience non-essential. . In defining thia 

narrow segaent, \ yS£ Xo<|ry. aay bec'oae increaaingly attractive to 

advertisers wishing to, appeal to specific demographic gr.otfps 

rather than to the aass audieftce. . f 

In November of 1983, Gannett Inc. . released a demographic 

sketch of the U§A Today readership. The Siaaona data which were 

later verified by MR I suggested that 44 percent of the readers 

earn $35! thousand arfnually, 55 percent attended" or graduated 

college and 53 percent ^reside. in the suburbs, an attractive 

>, 39 , • 'f 

"upscale 11 audience. Data tend to. indicate that USA Today has 

successfully tar^feted a sufficient^ large Minority by seeking to. 

attract a saall, but influential audience* % ' 

By providing a product to a specific social segment* USA 

1$4§Y has effectively a.oved away froa ita traditional, role of 

providing aessages for the laneii H De»assif icat ion" paves the 

way for the 'creation of "many aore aarket niches , specialized! and 

■aaller than the aass aarket. Once such a niche is identified, a 

* a 

cost effective Banner of advert iaing becoaea critical. Mass 

■edia (priced accordingly) do not aerve the needs of many of 

40 * , * 

these niches." 

Gannett Inc., haa provided the proapective advertiser with a 

« 

diatinct product, one in which 40 percent advertising will be Ihe 
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nora. t Additionally,, advertiaing aeasages aay be presented in a 1 
colorful and -"dynamic Banner in U§A .Today.' ' On the editorial 
aide, a content analysis of Q USA Today conducted in March^pf 1983 

* ' • * 

suggest that striking differences exist between it and ten large 

' . t 
city, newspapers i^cjuding the New York liaesi . The Wall Street 

42 

JsarBSi. and the Washington £om%. x 

. ' " " " . - v 

■ "Stories ,in USA Today hfd an average of oiaLy 
180 words in the new* section compared with 287 '^o 
,£09 words in 10 other aajor daily newspapers . In 
sports, USA Tgday averaged 334 words which was also 
lower frhan all but ,nine of the . newspapers. 
Business stories and features were afs\> shorter in 
USA Tod§y,, The nuaber of stories in the news 
section eft JJSA; Tod§y was topped on.ly by the 
Washington Post. The nuaber of sports stories in ' 
USA Todfty was topped only by the Chicago Tribane. 
The Wall Stree$ Journal , of course topped the list 
for business s.tories and in that (category) USA 
Today was in the middle of the jpack. U§A Today led 
♦ in the nuaber of feature stories (it) presented. 

Concerning the use of graphics and photographs, USA Today 

appeara to hold a coiiandinf lead over the other publications. 

Professor Lucas Q . Staudacher of Marquette University reported 

that the average nuaber of pictures, graphs and illustrations in 

USA Today is 2.475 per page. ^ T he New York Tiaes. was the second 

highest user of A 1 lustrations jwith ' 1 . 104 per page or considerably 

43 

less than half the nuaber utilised by USA Today. A coaparison 

of the use of illustration* revealed that USA Today used 99 on 

March 1, 1983 while the others averaged only 48. In suaaary,^ not 

only does Gannett Inc., offer the adfertiser a uriique advertising 

' ' ' A \ j 

vehicle, but tha consuaer Is also offered a unique product. 

Deaassification is , predicted to have its aost negative 

effects on superaarkets, retailers and television networks. A 

proponent of the view beliejes "you can be successful with a low- 

P 

• * 

. • * 12 

i 
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cost product or a high-value-added product. It 9 a getting tougher 

44 



to' 



live anywhere in between/ 1 



Proponents of the 



"deaassif icat ion" concept believe that as the society heads away 
fro* a "»ass orientation" toward greater individualization, the 

advertisers will ^seek sore appropriate* advertising vehicles., 

i " 
Simply put , if changes in retail ing diminish the role of 

department stores , or discounters, advertising revenues to 

newspapers could be seriously eroded i^nless other ^eans of 

attracting advertising dollars frojs eaenging fonas of retailing 
45 

are tapped. 




Insert Figure 2 About Here ^ 
'See Appendix 0, pg. 31 \ 



The f inancial/autoaot ive/general caj^pgory refers 



The retail/classified category pertains primarily to local 
advert ising. 

priaajrily to national advertising. The overall picture therefore 

appears relatively flat with a total shift of only 3.5 percent 

over a six year period. But upon closer exa»inat ioA^f ascinat ing 

46 

data begin to emerge. 



Insert Figure 3 About Here 
See Appendix D, pg. 31 
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Insert figure 4 About Here 
See Appendix D, pg. 31 



The data indicate that since 1978, large and aediua aized 
newspapers have increasingly relied on national advertising 

13 15 / 
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. «* • 
accounts such aa financial and autoaotiv© advertising. This aust 
"be viewed as encouraging inforaat ion for USA Today wtrich must 
rely on national aa opposed to local advertising. Newspapers 
with large circulations rely lore on national advertiaing than do 
. their aediua or avail sized counterpart a . ' It ia lore efficient 

; for national advertisers to deal with one large newspaper rather 
' , > • f^y . 

than a collection of saaller newspapers, hence these large 

newspapers attract lore national accounts than do thte saaller 
papera . 

> 

The data also suggest that the. greatest increase has 

occurc^d in the national category . for large newspapers 6n 

weekdays. This"" category increaaed during the four year period by 

4.7 percent for theae large newspapers. This apparent increase 

I 

of 1.176 percent annually lay work to the advantage of U§A Today 
which has no Sunday edition. Since USA Todajf iust v rely 
exclusively on national advertising! current indicators are 
positive for the newspaper. 

USA Today has aade v Significant strides as of late in 

procuring advertiaing. I Newspaper consolidation, which has left 

/ 47 
the majority of Aaerican cities with but a single newspaper, 

4 47 i 

pay be working to the advantage of USA To^ay. Rosse notes that 

the result of consolidation haa be intercity rather i than 

intracity competition for advertising revenues. His uabrella 

■odel suggests that large city newspapers draw revenue i frop \jgl * 

national and regional advertisers aa well aa local inj-city 

atorea. Newspapers a.t thia level aust coapete with the broadcast 

48 

operations for. advertiaing. 

lb . • - 
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Newspapers at the second .and third level auat coapete with 

each' other^only in the fringe or overlap areas of their natural 

markets. But they must also coapete with ths large newspapers. 

These papers t*nd to be smaller suburban papers or local dailies. 

The fourth level is comprised of weeklies and other specialized 

.49 
media such as shoppers. 

Each type of newspaper serves a specific geographic region. 

Additionally, each type has specific advantages for the 

advertiser. The small businessman aay derive greater utility and 

efficiency through a saall weekly, while the national advertiser 

/ 

■ay reach the largest audience through efficient use of big city 
'60 

newspapers. According to the Roue aodel therefore; USA Today 

will compete most vehement ^y^with big city dailies for that 

portion of the advertising P^e.j 

Compaine 0 points out tfi^at newspapers offer advertisers 

several features unique to the 'medium. 

(1) Their frequency and close deadlines allow 
for precise placement of the advertising mlFlsage 
at a tine when it will do the most good. 

02) Their local identity in metropolitan, suburban, 
smqll town and zoned or regional editions provides 
cons iderable territorial segmentation. Newspapers 
offer advertisers bojth time and utility. As Rosse * 
points out, specific types and sixes of newspapers 
afford ' the advert isers the option of precise 
message plaqeaent • 

(3) Advertisers at ttfe retail level can include 
coupons as an inducement to enter the 
establ ishaent , hence advertising ^in moderation 
generates information and posit ivexUtili^y. 

(4) Advertisers aay bfenefLt from . the \edi tor ial 
product with which they are^pissociated. 
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(5) Since newspaper* readership ia a daily habit 
aiong a large segment of the adult pojyblat ion , 
advert iaera can' put thfcir message and name befpre a 
regular audience with almost unlimited repetition. 

\ 

(6) Newspapers aa a print medium are hard copy, 
so k the advertiser can include as little op as much 
information in t^ie space as is deemed appropriate. 

(7) More creative possibilities exist for 
newspapers than they are usually given credit for. 
Ads can be all copy or employ large portions of 
white space. They can support a complex rational 
approach or sake an emotional appeal. r 

(8) The broad market coverage aeans that a sizable* 
majority of households in a given market can be 
reached in just one or several major newspapers. ^ 

USA loday is obviously incapable of competing in the first 

three areas w^lti regional or city newspapers since advantages 

associated with locale do not apply. 

X 

On the later points however, USA Today may possibly possess a 

natural competitive advantage. Tod§£, for examplj offers four 

distinct editorial sections; th^ sain news sect/ion, the "money" 
section, the sports section and the life sectio^i 



The 

52 



four 



sections provide advertising clients with man 




t ions . 



(1) The news section includes b»realy news 
stories , a section based on indivi^ Estate 
reports, the editorial page, the t^l and 
information that may be considered hard news: 

(2) The "money" section includes economic analyses 
and stock market information as well as stock 
market forecasts and information concerning the 
strength of the dollar on fpreign markets. * 

(3) The "sports 11 section includes a state by itat^ 
rundown of pports events as well as national and 
internet ionttl sports information . The use of color 
photographs and charts is liberal. 

(4) Thp "life" section includes travel and enter- 
tainment articles and material that might bt 
characterised' as light features. 
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The prospective advertiser has the opportunity to select a 
section that closely parallels the advertising aessage and 
product. Research has deaonstrated that people who give high 



ratings to editorial content are also aore apt than other readers 

1 53 , 

to say they they look at and appreciate the ads Most. 

The sections presented by USA Today are soaewhat custoaary. 

However, the Banner of presentation Bay be the eleaent that sets 

the publication apart froa the typical big city daily. Since USA 

Today is capable of offering full color hdvertisifng to the 

prospective client, the publication has provided a service 

54 

infrequently available in competing print sedia. 

CONCLUSIONS 

The indicators tend to suggest that U§A Today has an 
excellent chance , for survival and ultiaately, econoaic 
prosperity. An evaluation of its performance for the past 20 

.* > 

aonths indicates that USA Today is succeeding in the areas of 
circulation growth, : advert isi^llg^jsol icitat ion and product 
differentiation. ^ - 

The circulation increase froa zero to 1,328,781 deaonstrated 
that a sizable portion of the population was willing to accept 

4 

USA Today, at least on a trial basis. Ira Carlaon, aedia 

director for McCann-Brickson warna however that the circulation 

picture aey be soaewhat leaa bright. "If the basic fear, that 

the newspaper is living off predoainant ly new, non-repeat 

55 ^ 

circulation is confiraed, USA Today will die." 

Gannett Inc., has had a tradition of focusing attention and 

/ * 



efforts on lucrative population centers for the desired 

(66 

circulation base. . The industry talk of the day however 

suggests that US£ Joday is failing to Coapete effectively in 1 the 

large urban areas . The circulation director for the Chic§jfo 

Tribune, Howard Hay, said USA Today has had little impact on 

circulation within that city. Hay contends that USA Today is 

selling best in satellite aarkets such as Peoria, Blooaington and 

s 57 
Springfield where the Chicago Tribune is the second newspaper. 

The coaaent, if valid, raises a fascinating question. Is 

USA Today aaking inroads in aany aarkets as a second newspaper, 

or is it becoaing a threat to second or third .level publications 

in the Rosse aodel? The aedia director for Bosell & Jacobs 

Advertising Agency believes that U§A Today has developed an 

* 

advertising identity problea, since it cannot be neatly * 

categorized. Many advertising industry executives view USA Today 

as a combination newspaper', aagazine, traveler's digest and 

58 

surrogate for the evening news. The benefits derived froa 
differentiation aay therefore be lost in the confusion of 
accurately defining the predise\role of USA Today within the 
advertising and aedia coaaunities. 

Despite these concerns, a content analysis of a composite 
aonth of USA Today revealed a highly stable pattern of advertiser 
support (see appendix A). But perhaps aost iapressive is the 
list of advertisers that have recently coaaitted to /ong tera 
schedules with y§A Today. The list includes Hewlett Packard, 
Wang, B. Dalton, NBC, Buick, Stroh's Beer, Aaerican Notoijs, 
Gheaical Bank, IDS/ Aaerican Express, Kpson Computers, Lincoln- 
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Mercury, Mastercard, J.G. Perinejdl Hitachi , Rockwell, Oldaaobile, 

Bell's Sco'tch and LTV. In addition, USA, Today expanded its 

page capacity to 48 with 16 pages in four color, Baking this 

60 

option available in each section. , The recent advances, 
including advertising in excess of projections for 1984, tend to 
suggest that USA Today is carving out a niche as a differentiated 
alternative for both consumers and advertisers in the 
marketplace. 

USA Today aay be further along than is typically 

acknowledged within the industry. The advertising salei staff 

61 ' "N-X 

can offer a unique product to the client. 

"USA Today is the only general-interest 
national newspaper that offers f ive-tiay-a-week 
delivery in full color. (But) the Wall Street 
Journal an< * it* appeal to a specific audience aay'* 
liait its attractiveness for advertisers. And 
cost is another factor working in Gannett's favor. 
A black-and-white page in the Journal costs $68 
thousand compared with $19,106 in USA Today. 

If USA Today is able to continue its circulation increase 

pattern, and specifically increase Jhoae ^and office delivery 

readership, it will becoie a\ery difficult advertising vehicle 

to ignore. Distribution of 2.35 Billion copies will enable 

Gannett to maintain a relatively low per issue production cost, 

thus providing advertisers with an efficient vehicle with which 

to transmit the advertising aessage. These, economies of scale 

■ade poss&le through new technologies will enable Gannett Inc., 

to distribute a publication with a aodest 40 to 60 advertising to 

editorial content ratio. The net result would be the production 

" -v 

of a relatival^ clutter free advertising environment thus serving 
both the advertising community and the consumer. 

• r 19 . i 



And perhaps most notably, national newspaper advertising 

.'* s 
revenues (financial, automotive and general) are increasing 

annually (See Appendices B and C). Newspapers nationwide have 

received a greater percentage of lore national advertising, while 

retail and classified advertising have declined. Although 

national advertising accounts for only about 20 percent of total 

advertising in major Metropolitan newspapers, the trend is 

certainly welcome news for USA Today. The kjby indicators suggest 

that tffiA Today has an excellent opportunity If or success. 

(rile author has examined the data that is available to 

- ■ * * 1 \ 

individuals outside of the Gannett Corporation. Certainly, 
internal records, which remain^propr ietary may\aupport or refute 
the contention that the pulse of USA Today is indeed strong. But 
while the journalism community watches with interest, Gannett 
executives have already distributed a test edition of the 



International Bdition of USA Joday in Burope, the Middle Bast and 

62 

North Africa. The implication though tacit, may suggest that 
the heartbeat of USA Today within tfhe Gannett organization is 
strong and vibrant. 
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APPENDIX A 



C0NP03ITI ADVERTISING PROFILE FOR y§£ TQgAJ: 
Twenty Months: Oct. 1982 to Nay 1984 

Izes 



Dat« 






Day 




Ad.Pgs. 


*Adv. 


Gen . 


Auto. 


Finance 


vCl • 


* 

o • 


1 Qf)2 

1 9 De» 


won • 


AH 
4 U 


r • 04 


1 Q% 


i ai 


a ii 


J.JO 


Nov. 


17, 


1982 


Tue. 


40 


8.p0 


20* 


6.00 


0.06 


2.00 


Dec 

e> 


•2, 


1982 


Ned. 


36 


8.00 


22* 


5.33 


0.33 


2.33 


j in • 


21 




1 OU • 






9*1% 


ft nn 
o . uu 




& • Or 


Fob. 


14, 


1983 


Fri. 


40 


' 12.00 


30* 


3.33 


4.00 


4.67 


Nar. 


15, 


1983 


Non. 


, 36 


8.50 


24* 


4.67 


0.50 


3.33 


Apr • 




i qui 


41 l uo . 




1 1 11 




D • OO 




3 . 00 


Nay 


12, 


1983 


Nod. 


36 


8.35 


23* 


7.50 


Q.OO 


0.85 


Juno 


17, 


1983 


Thu. 


36 


6.00 


22* 


6.00 


1.00 


1.00 


T 11 1 v 
JUljr 




1 QUI 


4 

rri • 




ft ft 9* 


1 7% 


•> OK 

4 . do 


i a a 


• 

A fill 

0 . 67 


Aug. 


30, 


1983 


Non. 


30 


6.34 


18* 


3.67 


0.00 


2.66 


Sop. 


28, 


1963 


Turn . 


36 


7.50, 


20* 


4.00 


1.33 


2. 17 


Oct. 


27, 


1983 


Wed. 


36 


7.85 


22* 


5.67 


1.00 


0.85 


Nov. 


25, 


1983 


Thu. 


28 


7.50 


13* 


3.50 


0.00 


0.00 


Doc. 


19, 


1983 


Fri. 


40 


10.67' 


27* 


6.67 


- 2.00 


2.00 


Jan. 


17,. 


1984 


Non. 


32 


6.66 


15* 


0.33 


1.00 


3.33 


Fob. 


15, 


1984 




32 


5.17 


16* 


4.67 


0.00 


0.50 


Nar . 


15, 


1984 


Way . 


32 


6.16 


19* 


4. 17 


0.00 


2.00 


Apr: 


20, 


1984 


Thu. 


32 


6.15 


19* 


2.33 


0.67 


3.15 


Nay 


7, 


1985 


Fri. 


36 


10.67 


30* 


4.50 


2.50 


3.67 










x=35.5" 


x=7.87 


x*21.3 


x=4.6 


x=0.9 


x=2. 2 



Source: Advertising content analyoi ■^conducted by the author. 

Xote: Published Reports suggest the actual average nuaber of 
advertising pages in |?£A. Ifidil ia slightly sore than six.. 
The author proposes the discrepancy of 1.87 (7.87-6.00) is due 
to the nature of the Measuring process. Since the results were 
derived from a composite south rather than a cosplete analyais, 
a certain error ter« io possible. 

Content Analyais baaed on a review of 20 editions of y§A IfijtlX 
provided by the nowopaper. The specific datoa were requested by 

the author. • 
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APPENDIX B 



PERCENTAGE CHANGES IN FINANCIAL, AUTOMOTIVE AND GENERAL ADVERTISING FOR 

THE NATION'S TEN LARGEST DAILY NEWSPAPERS 
(bracketed figs, on right represent mean change between 1978 and 1082) 

197j5 1978 1980 1982 



1. 



N.Y. Daily. News 
Sunday 
L.A. Times 

Sunday 
N.Y. Post 
Sunday 
N.Y. Times 
Sunday 

Chicago Trib. 
Sunday 
Wash. Post 
Sunday 
Chic. Sun 
Sunday 

Detroit News 
Sunday* 
Det. Free Pr. 
Sunday 
lO.Phila. Inq. 
Sunday 



2. 



3. 



4. 



5. 



6. 



7. 



8. 



9. 



23% ,23% 

18% 22% 

13X 12X 

14% 13% 

37% , 28% 
(Note: N.Y. Post 

31% 31% 

32%,. 32* 

16% 16% 

20% 18% 

11% 1.0% 
13% % 14% 

10% 11% 

15% 15% 

11% 10% 
12% " 11% 

15% 14% 

24% 23% 

15% 13% 

13% 12% 



(n.c.) 
(4) 
(-1) 
(-D 

(-9) 

published 

(n.c.) 

(ti.e.) 

(n.'cr. ) 

(-2) 

(-1) « 

(1) 

(1) . 

(n.c.) 

(-1) 

(-1) 

(-1) 

(-1) 

(-2) 

(-1) 



24%(1) 
21%(-1) 
16%(4) 
15%(2) 
38% (10) 
Sunday during 
35%(4) 
32%(n.c.) 
22% (6) 
20% (2) 
12%(2)' 
16%(2) 
13%(2) 
16%(1) 
H%(1) 
ll%(n.c.) 
16%(2) 
16%(2) 
16%(3) 
13%(1) 



■ 26%(2) 
24% 43) 

15XC-1) 
19%(4) 
39%(1) 
1978 only) 
35%(n.c.) 
32%(n.c.) 
22%(h.c.) 
21%(1) 
14%(2) . 
14%(-2) 
17%(4) 
22% (4) 
13%(2) 
13%(2) 
18%(2) 
18%(2) 
16%(n.c.)- 
15%(2) 



x-18.05 
weekday 3- 18. 20 
Sunday -17.88 



'17.15 
'16.80 
■17.50 



■19.52 
■20.30 
•18.66 



x-21.00 - ( x-3.85 ) 
-21.50 -< xl-4.70) 
-20.44 -<x2-3.00) 



PERCENTAGE CHANGES IN FINANCIAL, AUTOMOTIVE AND GENERAL ADVERTISING FOR 
TEN MEDIUM SIZED DAILY AMERICAN NEWSPAPERS 





1976 


70.Cincin. 4Post 


12% 


Sunday 




73. Bait. Amer. 


17% 


Sunday 


17% 


76.Provid. Bui. 


15% 


Stonday 




80.Roch. Demo. 


16% 


Sunday 


12% 


8 5. Lit. Rock Gaz. 


12% 


Sunday 


19% 


87. San Dieg. Trib. 


12% 


Sunday , • 




89.Nshvl. Tenn. 


12% 


Sunday' 


12% 


92.Wich. Eagle/Bea. 


8% 


Sunday 




93. San Anton. Lite. 


8% 


Sunday 


12% 


97.Roch. Times/Un, 


13% 


Sunday 




x-13. 



not 



not 



not 



not 



not 



1978 

12%(n.c.) 
published not 

16%(-1) 

16%(-1) 

15%(n.c.) 
published not 

16%(n.c.) 

12%(n.c.) 

12%(n.c.) 

!6%J-3) 

llf(-l) 
published — 
. 13%(1) 

14%(2) 
7%(-l) 
published — 

7%( t l) 
11%(-1) 
16%(3) 
published -not 



1980 

18%(6) 
published— 
16%(n.c.) 
16%(n.c.) 
17%(2) 
published— 
16%(n.c.) 
13%(1) 
17%C5) 
20%(4) 
12%(1) 
not published— 
15%(2) 
16% (2) 
9% (2) 
not published— 
9% (2) , 
ll%(n.c.) 
15%(-1) 
published- 



1982 
17%(5) 

17%(1) 
17%(1) 
20%(3) 

19%(3) 
18%(5) 
18%(1) 
23%(3) 
14%(2) 

16%(1) 
20%(4) 
10%(1) 

10%(1) 
H%(3) 
29% (5) 



O M 



0J 

* I* 

> » a 

8. 

< is 

hj O 

rr « 



3 



c 

(A cr 



(D CO 

h* rr 

g a. 

rr n 

2Lw 

a* 
cr h* 

x ? 

rr * 
nr ^ 

rr cr 

M CA 
• rr 

fD 

«: 

0) 

en 

•• I 

o 
w 

rr 
0> 



Of) 



x-16.9 
-16.1 
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APPENDIX C 



PERCENTAGE OF FINANCIAL, AUTOMOTIVE AND GENERAL ADVERTISING IN 

LEADING NEWSPAPERS BETWEEN 1940 and 1982 



percJ^agea(Z) 

22 




rear 1940 1950 1960 1970 1972 1974 1976 1978 1980 1982 



The chart indicates that since 1978, national advertising has been 
increasing percentagewise in newspapers. , The ability to produce 
a national newspaper through new technologies combined with this 
trend may have brought USA Today into the marketplace. 
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Appendix 0 



Flfure 1 

ADVERTISING I I NAG. „ FIVE MAJOR AMERICAN NEWSPAPERS: 1980-1983 

N«„. B „ 1980 1982 1983 

Chic M o Tribuo. 41.600.000 17,809,000 32,861,000 30.948.808 

L.A. Tl«. 67.728.000 64,037,000 63,213,000 62,649.848 

O.troit Fr.. Pr. 24.484.000 24.426.000 22.274.000 22.841.360 

N.w York 37.873,000 38.773.000 37.844.000 37.890.000 

H..hin,ton Poit 88.174.000 61,762.000 62,830,000 62.770,811 
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APPINDIX D 

* Figure 2 ^ 
NATIONAL TO LOCAL INDUSTRY ADVBRTISINQ COMPARISON: 1976-1982 

Year 

1976 1978 1980 1982 

A4v$rti»iQf Type t 
Retail/Classified 87.7* % 87. 7* 1 87, 3* 84.3* 

(Local) 

Finance/Auto. /General 12.3* 12.3* 12.7* 15.7* 
(National) 

Source: Madia Racorda Data aa reported in E4itQ£ §g<) ESjfeliibS!! 
Statiatica calculated by author 



Figure 3 

NATIONAL TO LOCAL INDUSTRY ADVBRTSINQ COMPARISON: "[976-1982 
Ten Largeet Metropolitan Newepapere 

Xsic J 

^dvertifing Typ$ 1976 1978 1980 ^ 1982 

Retail/Claaaified 81.95* 82.85* 80.48* 79.00* 

(Local) 

Finance/Auto. /General 18.05* 17.15* 19.52* 21.00* 
(National) - 

Source: Media Recorda Data -aa reported in ggitgg and Publisher 
Statiatica calculated by author 



Figure 4 

NATIONAL TO LOCAL INDUSTRY ANDVBTISINO COMPARISON: 1976-1982 
Ten Med i u« Sized Aaeriftan Newepepere 

Ytir 

Advertiaing Type , 1976 1978 1980 1982 

Retail/Claaaified 86.90* 87.10* ,,85.30* 83.10* 

(Local) 

Finance/Auto. /General 13.10* 12.90* 14.70* 16.90* 
(National) 

Source: Media Racorda Qata aa reported in Idi&fiC tud PilfelilufE 
Statiatica calculated by author 
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ABJMC: NEWSPAPER DIVISION 
I -ABSTRACT- 



USA, Tod§y: Can "The Nation's Newspaper" Survive? 

In 1982, Gannett Inc., based in Rochester, N.Y. unveiled 
USA Tdday. Despite considerable start-up costs and enormous 
losses during its infancy, newspaper analysts give USA Today a 
good chance for survival. 

Entrance into the Market at this point appears to be prudent 
due to several reasons. First, Gannett can take advantage of 
economies of scale in teres of production and distribution 
because of "the size of the newspaper chain. Second, new 
technologies now make it possible to distribute "fresh" 'news and* 
information in a national newspaper. Third, audience 
segmentation will enable USA Today to succeed by targeting 
specific demographic audiences and tailoring the news "package" 
to their needs. 
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